Food fortification offers an affordable, convenient, and effective mechanism to improve the nutrition status of large segments of a population. However, the success of fortification has been less than public-health professionals and private-sector companies alike have hoped for, though often for different reasons. As new opportunities are available, success will be dictated by the ability of public health professionals to learn from private food companies' marketing efforts and, in turn, for the food companies to learn from the public health sector about how to reach groups who need fortified products the most. Simply having fortified products on the market does not promise that consumers will use the products or that businesses will continue to promote them. Carefully crafted and strategically implemented behavior-change communication can inform and motivate consumers to purchase and use the products appropriately, and, in turn, can motivate food companies, program managers, and policy makers to participate in the marketing of these products. Public health and development professionals can learn from the success of private-sector companies in creating demand for products. Good consumer research and testing can guide effective development and marketing of fortified products, as they do for all products and services. Private-sector companies that know how to market products need assistance to focus on the poorest segments of a population to pursue cost-effective strategies to get the product to those in need, in addition to those with purchasing power for the new product. Audiencespecific marketing strategies can ensure that the same fortified product reaches every person who would benefit from it.
Introduction
The global climate is ready, again, for action to be taken to mitigate the urgent problem of micronutrient malnutrition. The interest and infusion of funding from the Bill & Melinda Gates Foundation and from others for the Global Alliance for Improving Nutrition (GAIN)* has helped. Even beyond this organization, groups have set goals related to reducing micronutrient malnutrition and are taking action or pledging more action. As these new programs develop and as past efforts are evaluated, there is a strong plea for improved communication and advocacy for nearly all micronutrient actions [1] . However, too frequently it is not echoed in relation to food fortification. With fortification, there is still a contingent that asks, "Is communication really needed if the fortified product is on the market?"
The resounding answer is "yes." Carefully crafted and strategically implemented communication strategies are required to ensure success in the marketplace and in public health arenas. Expertise is needed from two distinct groups: marketing professionals who work with private-sector food companies and public health or development professionals.
Scope of needed communication
In general, communication needs range from advocacy to keep fortification on the agenda of policymakers, program designers, and the food industry, to consumer education so that consumers understand the benefits of fortification. Communication can inform individuals 
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and motivate health-promoting behaviors, whether the behaviors are funding a fortification program, developing a fortified food, or purchasing a fortified food and preparing that food properly [2] . An important rule for all program developers is to never assume that the rationale for taking action that may be so clear to health experts will also be compelling to others. Each group, from policy makers to consumers, has reasons for what it does based on its own perceptions and needs. As programs try to reach each group, particularly the poor, program planners need to understand these perceptions and needs.
Key communicators of improved-health messages
There are two important but different points to make about communicating the benefits of micronutrient fortification for two very different constituencies involved in fortification programs. Although both groups share the desire to see the market of fortified products expand, each has different perspectives about what is important in the process of developing the fortified product and in bringing it to consumers. True success will come by blending the different points of view and expertise to achieve high coverage of all market segments with a product that endures. The two groups who are key in the communication process are (1) the public health or development professionals who primarily work through public institutions, and (2) the marketing and product development professionals who primarily work through private consumer-goods companies.
Public health and development professionals need help with demand creation
The first constituency, public health and development professionals, have dedicated their careers to public health research and getting programs underway to benefit the world's disadvantaged residents. They know well the nutrition angle of what will help save lives and help people to lead more productive lives. Often, they work in difficult environments, and yet have gone on to deliver the products and programs that make a difference. They have focused on the poor, usually working with developing country governments, with very little money, and sometimes with colleagues who are quite disinterested in the final outcomes.
For this group, food fortification offers an affordable, effective way to help large populations improve their nutrition situations on a daily basis. They are aware that although there have been some successes in developing and distributing fortified products to those in need, progress has been slower than desired and the gap is great between the need for and the actual availability of products for the world's disadvantaged. Some of the reasons for this disparity are the conditions under which much of this work is done, including low political priority and low budgets. While these obstacles may be difficult to overcome, one contributor to slow progress that can be changed is the way in which a fortified product and its benefits are marketed (a packaged product and the daily practice(s) related to the use of the product [3] ).
Consumer demand is needed for product acceptance
Private-sector companies, such as The Procter & Gamble Co. (P&G), are full of marketing gurus and offer many lessons. The key lesson is this-demand for a product breeds success. P&G knows well that the best product in the world will fail without consumer demand and, unfortunately, public health and development professionals know the reverse-less beneficial products (those with poor nutrition value) can succeed because of high consumer demand. Marketers and public health professionals must work together to create and harness demand for the beneficial product.
Creating demand through innovative communication
Success in communicating the benefits of micronutrient fortification will come from capturing and learning from the lessons of demand creation or of selling. The lesson of demand creation was illustrated by P&G in 1879, when the company entered a crowded soap market with "White Soap" and linked it to the value of purity, which is very important to consumers [4] . However, the search was on for a more creative name. Ivory®, rather than White Soap, was chosen. It was distinctive and let consumers draw their own conclusions about the pure properties of the soap.
Then, as legend has it, a worker in James Gamble's soap factory left the mixing machine on too long and created soap that was so full of air that it floated. After this particular batch of Ivory was shipped out, orders began to come in for "the floating soap." P&G listened to consumers' requests and provided the product to meet them; to this day, P&G whips part of each batch and markets Ivory using the phrase "it floats." P&G's selling strategy for Ivory, to distinguish it from other similar soaps, has always been to promote those two qualities important to consumers who purchase soap-purity and the soap's ability to float. There has been no need for discussion of its ability to improve personal hygiene.
The historical successes of marketing P&G products comes from listening to consumer needs and desires: Ivory flakes, in 1919, was one of the first flaked soaps for washing clothes; Chipso, a chipped soap that dissolved better became one of the most popular in the 1920s; and in 1933 Dreft was the first synthetic detergent [5] . All were developed because P&G determined Communicating the benefits of micronutrient fortification S148 what consumers wanted, created it, and then carefully crafted the product's appeal. They even delivered the message strategically, through a popular radio format-the soap opera.
Consumer response to changes in common products
Now consumer demand must be brought to the delivery of micronutrients. How can the benefits of fortified products be captured in terms of what consumers want? The obvious method of marketing benefits is to tell consumers about the micronutrient that has been added, the direct health benefit(s) they will receive, and any potential change the processing has meant for the product. But health benefits are not always welcome and effective in marketing.
For example, in Pakistan, use of iodized salt was promoted as a way of enhancing children's ability to gain a good education rather than a way of avoiding illness [2] ; and in Bolivia, vitamin A sugar was promoted as sweet because consumers believed it would change the taste of their food or beverage [6] .
Examples of successful communication campaigns
Public health and development professionals have to plan for good consumer research and product testing [7] . They must understand the properties that people want in their food, what consumers think about the addition of micronutrients, and what consumers perceive as the advantages or disadvantages of processing. For example, the process of iodizing salt results in the salt being cleaner and drier than other salt. Many people consider this a benefit and this property can be promoted. Likewise, if consumers want to be able to purchase salt in small quantities (i.e., units that cost 2 cents or measure 145 g) as they can from a vendor in the local market, then the "new" salt must be able to be sold that way. Following are summaries of some of the ways different fortified products are being promoted around the world:
Iodized salt » Prevents loss of 10 to 15 points of IQ (Bolivia). » "When it rains, its pours" ® (advertising the dryness) (Morton ® Salt, USA).
Vitamin A-fortified sugar » For a healthy body and good eyesight (National Food and Nutrition Commission, Zambia Sugar, Zambia). » It saves lives, it's inexpensive, and it improves health (El Salvador). » Your family can conveniently get their vitamin A in a product they eat everyday (National Health Secretariat, Bolivia).
Fortified infant cereals
» Strengthens your baby's health and immune system (Gerber, USA). » Enhances neurologic development and muscle strength (Gerber, USA).
Logos can create product identification
Finally, a lesson can be learned from the private sector.
If the fortified product is to be sold by numerous commercial companies, or if numerous products will be fortified, it is important to identify them with a logo, such as the "Fortified with Vitamin A" symbol in Zambia or the "Vitamina A" symbol in Bolivia (see figures 1 and 2). A logo gives consumers something to look for and allows regulators to know which products carry the claim of fortification.
Private-sector companies need help reaching the poor
The second constituency that is key to making fortified food products a success is private-sector companies. These companies already know how to sell products to consumers. The questions for them are as follows: Who are the consumers to be targeted? Is the product geared to reach the poor or the people who are most in need of fortified products? Is the marketing tailored for each unique market segment? It is true that usually a product cannot be geared for the need-based market alone-a mistake public health 
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professionals often make. But if companies are sincere in their efforts to affect public health, they need to be willing to help a product reach the segment of the market most in need-those who might not be able to afford the additional costs or perhaps can purchase only the least "processed" form, such as a product that is sold by small marketplace vendors with little or no packaging. It is one thing to provide a branded fortified product to compete with other soft drinks for example, but what about the people who do not buy soft drinks? Can a product be delivered to the poor while we market to more affluent consumers? Perhaps a minor modification in product development or packaging would allow for a product that would also be appealing and affordable to the poor.
Working together to communicate to all market segments
As a partnership forms, the public and private constituencies involved must negotiate both health-based and profit-driven matters. This can be done as the marketing strategy is constructed. It must include plans to reach not only the population that has the means to make a product financially successful by purchasing it, but also to reach the segments of the population with limited or no purchasing ability, who desperately need the benefits of the product or an alternative.
Example scenario
Following is a fictionalized case based on a true situation to illustrate the importance of each constituency reaching out to make fortification successful. The country will be called "Healthlandia." Its problem is vitamin A deficiency. Nationally, vitamin A deficiency is a borderline public health problem, but there are pockets of the country (areas with poor, indigenous population groups) where this deficiency is a serious public health problem.
The solution comes when a partnership is forged among a private-sector company that agrees to fortify sugar, the government that agrees to develop a law to make sugar fortification mandatory, and two international donors that agree to provide financial assistance to the government and the company particularly for marketing and monitoring. Conflicts arise when the government and donors want the fortified sugar to improve the vitamin A deficiency situation in poor indigenous areas, while the company wants the fortified sugar and its promotion to boost its penetration of the largest urban sugar market in the country and ensure that consumers there will buy the fortified product.
Separate marketing strategies
Conflict could have been resolved by developing two marketing strategies to address these different goals. For example, packaging needed to be different. In poor areas, 1-kg packages were not going to sell because people typically bought smaller amounts requiring less cash outlay, whereas city consumers were attracted to and wanted 1-kg bags to ensure they were purchasing a full measure of sugar. In addition, the benefits needed to be tailored. All consumers saw the added vitamin A as beneficial, but for the city consumers, the attraction was that it was "cleaner" than unfortified sugar because of the processing. The poorer consumers were more concerned with the taste of the sugar and "saving" it for use only on special occasions because it was so pure.
Instead of tailoring marketing materials to each of the two groups, the visuals and materials developed were aimed primarily at the urban consumers. The advertising showed people in tropical clothes leaning out of windows with open shutters along with the slogan "Come to the sweeter side of health." These visuals and this message were not effective or understood by the rural people who did not have windows with shutters in their homes and seldom even opened their windows because of the strength of the wind that blows in their region.
Success and failure of a single strategy
In the end, the marketing strategy was successful in the metropolitan area but failed in the indigenous area, despite public-sector market research. Subsequently, the government and donors believed that fortified sugar could not succeed in addressing the public health problem and lost interest in supporting the initiative. Finally, the company lost interest when the law was not enacted to support the product.
Lesson learned
The lesson here is that the poor cannot be forgotten. The bottom line is not just sales but also the improvement of the public health problem. Food companies and their marketing arms need to call on health professionals to help them understand a country's poor residents (their aspirations, perceptions, and needs) and to mobilize to assist their traditional product-delivery channels to get the product to hard-to-reach areas with the proper message.
Marketing, known and implemented so effectively by those in the private companies, can work to reach the "downscale" consumers, even those who fall below standard socioeconomic segmentation scales; but this requires reaching out, building partnerships, and accepting higher risk in many cases.
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Conclusion
Developing effective communication strategies requires gathering wisdom from the two constituencies of private-sector food companies and public health or development professionals. Success will come from working together to create the demand for fortified products by tailoring products and communicating the benefits of the fortified product to each particular audience. This partnership will help achieve improvement in public health, so that micronutrient deficiencies do not continue to debilitate the billions of people affected today.
